Over the past few years, banks are increasingly realizing the significance of customers' service; one of the key challenges for them is how to improve the relationship with customers. On any given business day, significant amounts of information fuel business processes that involve parties both inside and outside of enterprise network boundaries. In response, many banks have increasingly recognized the importance of managing customer acquisition from a process approaches' perspective to assure positive impact on customer acquisition. This paper takes on a holistic approach that examines the combined effects of customer processes (Customer Relation, Customer attraction, Customer Knowledge Capture and Customer data Analysis) on customer acquisition. Drawing on this, the framework develops several hypotheses regarding the main interaction effects of customer processes on customer acquisition. Testing of these hypotheses is based on a sample of the data collected from two hundred respondents, drawn randomly from four Jordanian Banks working in the Customer Relationship Management (CRM) area.
Introduction
Customer acquisition has emerged as one of the most challenging issues in business because of the value expected from carrying out the customer acquisition in organizations. Customer acquisition has become an important business process because it touches the most important assets of all organizations, which is the customer. Customers nowadays are highly educated, well-aware, more focused and influenced by the global market of the internet (Alryalat et al., 2008) .
Certainly, the rapid increasing demands of customers' interacting with organizations are concerned with the acquisition of new customers. Therefore, organizations are starting to think of how to develop their performance. Obviously, this trend is magnified by the rapid development of CRM systems and the adoption of the customer-centric orientation (Stefanou et IBIMA Business Review 2 al., 2003) . In this way, customer acquisition has become a key source for organizations to enhance their competitive advantage. Consequently, they have started to recognize the importance of knowing their customers better to provide online information services due to the rapid change in the business environment, featuring strong competition as a result of the increasing importance of using the Internet to conduct business. They need to connect their database to the Web, which explains the reason why Information Technology (IT)-based CRM systems have been employed in many industry sectors. By realizing that, organizations can create accessible improved knowledge content in the development and provision of products and services to managers on all levels of the firm, achieve shorter new product development cycles, and facilitate and manage organizational innovation and learning (Lancioni and Chandran, 2009) . Furthermore, IT is extensively used in this competitive environment to deliver banking services to the consumers (Ganguli and Roy, 2011) .
Additionally, Paiva et al. (2002) found that customers' information is the type of information that is most frequently updated, and the company focuses on specific customer information instead of general market information. Unfortunately, many organizations have lost sight of competitive advantage as an effective way to grow and compete with domestic and global competitors. Thus, organizations must gain this customer acquisition from managing relations appropriately.
A large body of work identifying and describing customer acquisition has been conducted, reflecting different viewpoints and issues. These studies have enriched the literature and established a platform for other researchers to continue their quest for widening the scope of the small emerging literature on customer Acquisition (Park and Kim, 2003; Ganapathy et al., 2004; Berndt et al., 2005; Kamakura et al., 2005) .
This study seeks to contribute to this field by addressing one of the concerns related to the customer process and customer acquisition and by providing a reliable, confident method of employing the customer acquisition process as a valid model. This implies which customer acquisition process aspects should be focused on, depending on the conceptualized perspective of the customer process and customer acquisition.
As a result, the aim of this paper is to shed light (bring about a better understanding) on establishing long-term relationships with customers by using customer acquisition process in Jordanian Banks to enhance customer acquisition. This paper is organized as follows. In the next section, a literature review is conducted; section three proposes the research model and hypotheses; section four discusses the research methodology in which a review of the design of the questionnaire, sample, data collection, hypotheses' analysis and results are explored in some depth. The last segment of this paper will review and discuss conclusions.
Literature Review

CRM Processes
Over the past three decades, CRM and other ways of systematically managing relationships have developed significantly. However, there is considerable confusion in the academic and managerial literatures about how they differ and what the implications might be of using each approach for effective customer management (Frow et al., 2009) . Additionally, CRM has emerged as one of the most demanded issues in business, because of the value expected for carrying out the CRM in organizations. CRM became an important business process, because it touches the most important assets of all organizations, which is the customer. An early focus in CRM definitions appeared towards IT and its role in gathering and analyzing information about customers in order to identify their needs (Akroush et al., 2011) .
The customer nowadays is highly educated, well-aware, more focused and influenced by the global market of the internet (Alryalat and Alhawari, 2008) . Additionally, CRM is based on the premise of integrating people, processes and technology throughout the value chain to understand and deliver customer value better. CRM focuses on maximizing customer satisfaction and retention through building long-term relationships (Kim et al., 2004) . Customer relationship marketing techniques focus on single customers and require the organization to be concerned with the customer rather than the product (Chen and Popovich, 2003) .
There are some processes of CRM that have appeared in a number of existing process models in CRM. Park and Kim (2003) suggest a framework of dynamic CRM consisting of three stages: The first-stage deals with customer acquisition where an organization recognizes unidentified individuals as customers who might be selected to gather their information through diverse communication channels. The second one is the customer retention stage in which the organization makes equitable relationships through relationship value analysis, so that ordinary customers are turned into core customers who are committed to the relationship with high equity. The final stage is the customer expansion; the main role of this stage is to expand the company's customer base through word-ofmouth marketing and active interactions with the company. Ganapathy et al. (2004) Another study by Berndt et al. (2005) explains the implementation of CRM phase, which is composed of three processes: acquisition, retention and profitability. Acquisition of customers refers to the need of organizations to find new customers for their Products-this means they are required to develop strategies to attract potential customers. Retention of customers denotes focusing on existing customers in order to ensure that they continue purchasing and continue supporting the product. Profitability refers to the lifetime value of the customer to the organization, taking into account the income and expenses associated with each customer and their respective transactions over time.
Additionally, Kamakura et al. (2005) explain that CRM research can be organized along the customer life cycle including three phases. Firstly, Customer Acquisition: aims to obtain more, profitable customers.
Secondly, Customer Development: describes the growth of revenues from existing customers. Finally, Customer retention: refers to significant impact on firm profitability. A focus on customer retention implies that firms need to understand the determinants of customer defection and to predict those customers who are at risk of defection at a particular point in time. Finally, Alryalat and Alhawari (2008) stated that CRM process can be planned along the customer life cycle including three phases. Firstly, a process about customer: with the objective to attain Customer Acquisition. Secondly, a process for customer: with its objective to customer retention. Finally, process from Customer: refers to significant impact on Customer Expansion.
To summarize all CRM theories above, the purpose of the research is to contribute to this area by looking at present at the taxonomy of CRM process as shown in Table 1. IBIMA Business Review 4 Park and Kim (2003) Customer Acquisition Customer Retention Customer Expansion
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Concept of Customer Acquisition
Due to strong competition, current economic crisis and rapid changes in the business environment, organizations started seeking improvement in their business processes to reduce the cost, improve efficiency and reduce the impact of the economic crisis on their functionality (Nehari-Talet et al., 2010) . Since the 1990s, organizations realized that knowledge could be about diverse organizational aspects, such as products, processes, customers, employees, partners, competitors and good and bad experiences.. Many organizations started since then to pay attention to managing this knowledge until it became a hot topic nowadays as many business communities are trying to properly understand and implement it (Jennex, 2007) .
Additionally, customer acquisition is about defining the needs that have to be fulfilled in order to gain new customers. Customer Acquisition focuses on using different available techniques to establish a new relationship with prospect customers. It builds up its major efforts on employing different marketing communication tools that can help in the process of acquiring new customers to the company. Furthermore, Customer Acquisition is important where the organization recognizes unidentified consumers as customers who are identifiable by gathering information about them through diverse communication channels (Park and Kim, 2003) .
Also, a customer acquisition objective is to obtain more profitable prospective customers. For example, new home buyers are targeted for home insurance. In spite of its importance, identifying potential customers for acquisition is an area of negligible attention (Kamakura et al., 2005) . Additionally, Customer Acquisition is essential where a company attempts to convert customers into profitable ones (Ganapathy et al., 2004) . Moreover, acquisition of customers refers to the need of organizations to find new customers for their Products; this means they are required to develop strategies to attract potential customers (Berndt et al., 2005) . Chaffey (2004) presents a three-stage model of CRM which shows how customer relationships can be managed. His model proposes that customers are first acquired via clear communication of a powerful value proposition. They are retained via a good service, and the relationship is extended via the delivery of tailored products/services to clearly defined customer segments (Chaffey, 2004) .
Process of Customer Acquisition
Organizations are forced to compete based on customer acquisition. In this knowledgebased era, organizations can expand and sustain a competitive advantage through initiation of accurately developed customer acquisition. To achieve the process concerning customer acquisition, four substages have to be taken into account as shown in Table 2 . 
Customer Data Analysis
The first phase is customer relation, which determines how organizations deal with customers at the present time. Furthermore, the objective of this phase is to seek the most preferable methods to be used with customers. The processes of acquiring customers are of prime value for organizations. Many organizations fail because there is no clear strategy as to dealing with customers and specifically the process of acquiring customers (Alryalat and Alhawari, 2008) . Also, the customer relation delineates the current association between the company and its customers. It portrays the existing services offered by the company to its customers.
The second stage is about "customer attraction", which refers to a set of activities and methods employed to gain the attentions of promising customers and converting these attentions to accomplishment. Also, the organization utilizes several characteristics that are required in the process of attracting customers. These characteristics should include certain data consisting of personal and supplementary data known as profiling. Additionally, targeting the customers refers to Mass Marketing approaches, such as television, radio, or print advertising as being useful for generating awareness and achieving other communications objectives (Winer, 2001) . Moreover, customer attraction occurs when the customers are attracted to the organization's web site to search and view products (Ganapathy et al., 2004) . Therefore, understanding customers' expectations is vital in identifying customers' desires and supplying those customers with the products and services that meet their expectations.
The third stage is "customer-knowledge capture", where knowledge acquisition is an activity that deals with finding and acquiring knowledge from its various resources. In this stage, organizations need to make a conscious effort to sense, search and define relevant knowledge to capture (Parikh, 2001) . Also, Bouthillier and Shearer (2002) described the acquisition process as that which makes bringing the knowledge from external sources into an organization possible. It collects and represents knowledge in a form that can be used by a computer (Deng and Yu, 2006) . The fourth stage is about "analyzing customer data" accumulated from different sources. It emphasizes on studying the IBIMA Business Review 6 customers' behaviors, attractions and interests. The analysis utilizes various available sources to gain customers' data by means of offering initiatives and free access. The analysis phase relies on the quality of data collected and completed. Additionally, customer databases have been analyzed with the intent to define customer segments. There are several varieties of multivariate statistical methods such as a cluster (Winer, 2001) . Therefore, customer analysis is used to analyze the different customer data in order to develop better understanding of customer activities and patterns (Ganapathy et al., 2004) .
Based on the preceding discussion, it must be asked: Is the process of customer acquisition as proposed and developed in Jordanian banks reliable and valid? To fill in the existing gap in the literature, this study examines the applicability of the customer process construct in an emerging economy context on customer acquisition.
Research Model and Hypothesis
Conceptually, the customer process and customer acquisition has been widely embraced by businesses. Many organizations have initiated models to improve customer acquisition. As stated above, customer process has become the focal point within today's competitive markets. Thus, the process of acquiring customers is a prime value for organizations. Many organizations fail, because there is no clear strategy for dealing with customers, and specifically for the process of acquiring customers. Then, customer acquisition is vital as the first stage of the CRM process. Successful organizations depend on customer acquisition as the way to ensure their survival in today's knowledge savvy and competitive marketplace environment.
In this regard, the first phase of CRM begins with the process about customer as an idiom which refers to the understanding of how to acquire customers (Alryalat and Alhawari, 2008) .
Organizations can expand and sustain a competitive advantage through initiation of accurately developed Customer Acquisition process. Additionally, there are three phases involved in the CRM process model in order to improve customer satisfaction. These are the phases that begin with acquiring, retaining and expanding of customer relation (Alryalat and Alhawari, 2008) .The CRM process includes the three main phases that deal with the Process about Customer to acquire new customer, Process for Customer to retain existing customer, and Process from Customer to expand the relationship with customer (Alryalat and Alhawari, 2008) .
Lately, Alryalat and Alhawari (2008) have explained that the first phase of CRM is called Process about Customers; a concept that refers to the effort of acquiring customers which includes four important stages.
The first sub stage is concerned with "Customer Relation" which can be defined as the relationship or bond that binds the customer closely with the company.
Additionally, the second sub-stage concerns with "Customer Attraction ", which requires forming an outline of the actions and procedures needed to achieve the company objectives. Also, "Customer Knowledge Capture" needs to clear steps and procedures to capture the customer knowledge. Finally, it needs to analyze customer data from the different sources.
Based on the theoretical background and literature review, a conceptual model was developed to examine the role of Customer process (Customer Relation, Customer Attraction, Customer Knowledge Capture and Customer Data Analysis) and on Customer Acquisition. Figure 1 presents the research model.
Figure 1. Relationship between Customer Process and Customer Acquisition
Four hypotheses address the associations between customer process and customer acquisition. The four hypotheses which guide this line of inquiry are as follows:
• H1: There is direct positive relationship between Ccustomer Relation and Customer Acquisition.
• H2: There is direct positive relationship between Customer Attraction and Customer Acquisition.
• H3: There is direct positive relationship between Customer Knowledge Capture and Customer Acquisition.
• H4: There is direct positive relationship between Customer Data Analysis and Customer Acquisition.
Research Methodology
To ensure the reliability and validity of the questionnaire, several criteria have been considered when designing a questionnaire survey. A pilot test was conducted on the practitioners from the selected banks to reduce and minimize any misunderstanding or ambiguous questions and procedures that would be used in conducting the survey. This selection helps to give the best feedback about the content of the questionnaire and research.
The questionnaire started with a brief description of the meaning of the main concepts, and it gave instructions on how to answer each section of the questionnaire. An initial draft was developed based on an extensive literature review. It includes many questions which are in line with the research aims. For that reason, the research survey could be described as being comprehensive. It is divided into two parts. The first part includes the personal information of the respondents such as age, gender, area of profession and years of experience. The second part includes the questions related to variables that affect the integrated customer process regarding customer acquisition. See appendix 1.
Sample
The sample of the survey is divided into four Jordanian Bank which apply the CRM system. A total of 215 questionnaires were sent. A total of 206 questionnaires were returned, 200 of which were completed and 6 were uncompleted. A total of nine questionnaires were not returned. To increase the return rate, each company was assigned a contact person to collect and return the questionnaires. 
Data Collection
The structural questionnaire design was applied to develop the survey instrument. Each was operationalized on a five point Likert-type scale where 1 = "strongly agree" and 5 = "strongly disagree". In order to ensure the variables selected for this study are relevant to the respondents, a pilot study was conducted to increase the validity and reliability of the questionnaire. Experts were invited to review the questionnaire and pilot tests were administered before designing the final questionnaire. Ultimately, this pilot study helped to identify the participants' opinion and experiences.
This study relied on a quantitative approach of collecting information from the respondents. The research focused on how the bank understands and views the purpose and importance of the customer process to enhance customer acquisition based on their experience. The quantitative approach supplied a suitable research data collection strategy, allowing the collection of a large amount of data from a sizeable population in a highly economical way. The factor analysis was adopted to test construct validity to determine the relationships between variables.
The construct was subjected to a scale reliability procedure of SPSS 11.0, by using the Cronbach's Alpha (1951) criterion to assess the internal consistency of the studied construct. The Cronbach's Alpha coefficient is above 0.75; the value exceeds the accepted cut-off value of 0.70, as suggested by Nunnally (1978) . This indicates that each individual item is internally consistent and highly reliable.
Data Analysis and Result
This study contains 159 males with a percentage of 79.5% and 41 females with a percentage of 20.5%. The majority of respondents (102 or 51%) indicates that their area of specialization Information Technology (IT). The smallest group area of specialization of respondents indicated Business Management (8 or 4%).
Additionally, the majority of respondents (112or 56. %) indicated that their Company Size was small organization. The smallest group Company Size of respondents indicated medium organization (69 or 35.5 %). Also, the majority of respondents (73 or 36.5%) noted that their years of experience range from 1to 2 years. While the smallest group of respondents (Less than 1year or 34 %) said their years of experience are less than 1 year. This demographic data is detailed in Table 4 . Based on the objectives and hypotheses of the study, the researchers applied the Analysis (ANOVA). Tables 5, 6, 7 and 8 represent the test of the hypotheses by using analysis of variance (ANOVA), based on the significant level of (0.05). Referring to Table 5 , 3% of the variance in Customer Acquisition is accounted by Customer Relation, the F value is 6.04 with a significance 0.01, which is less than (0.05). For that reason, there is an effect of Customer Relation on Customer Acquisition. In testing the hypotheses pertinent to Customer Relation and Customer Acquisition, the phases of Customer Relation were recommended by Ganapathy et al. (2004) and more recently in Alryalat and Alhawari (2008) . Furthermore, previous research has suggested the main effect of Customer Relation on customer Acquisition (e.g. Ganapathy et al. (2004) ; Alryalat and Alhawari (2008) . Therefore, previous research has generally noted a significant positive effect of "Customer Relation", and the present study confirms this finding, on customer Acquisition. In contrast, previous research has provided limited empirical insight into the impact of "Customer Relation" on customer Acquisition. The present results confirm the expected positive effect of "Customer Relation" on customer Acquisition. The implication of this finding for Jordanian Bank is that they may need to pursue a combined strategy aimed at managing "Customer Relation" and customer Acquisition to enhance the competitive advantage. Acquisition. In testing the hypotheses relating to the Customer Attraction and Customer Acquisition; the phases were recommended by Winer (2001) and more recently by Alryalat and Alhawari (2008) . Furthermore, previous research has suggested the main effect of Customer Attraction on customer Acquisition (e.g. Ganapathy et al., (2004) ; Body and limayem, 2004) . Therefore, previous research has generally noted a significant positive effect of Customer Attraction on customer Acquisition, a finding which the present study confirms. In contrast, previous research has provided limited empirical insight into the impact of "Customer Attraction" on customer Acquisition. This paper's results confirm the expected positive effect of "Customer Attraction" on customer Acquisition. The implication of this finding for Jordanian Bank is that they may need to pursue a combined strategy aimed at managing "Customer Attraction" and customer Acquisition to enhance the competitive advantage. Deng and Yu, 2006; Bouthillier and Shearer, 2002) . Therefore, previous research has generally noted a significant positive effect of "Customer Knowledge Capture", and this study confirms this finding, on customer Acquisition. In contrast, previous research has provided limited empirical insight into the impact of "Customer Knowledge Capture" on customer Acquisition. The herein results confirm the expected positive effect of "Customer Knowledge Capture" on customer Acquisition. The implication of this finding for Jordanian Bank is that they may need to pursue a combined strategy aimed at managing "Customer Knowledge Capture" and customer Acquisition to enhance the competitive advantage. Winer (2001) and more recently by Alryalat and Alhawari (2008) . Furthermore, previous research has suggested the main effect of "Customer data analysis" on customer Acquisition (e.g. Ganapathy et al, 2004) . Therefore, previous research has generally noted a significant positive effect of "Customer data analysis", and the present study confirms this finding, on customer Acquisition. In contrast, previous research has provided limited empirical insight into the impact of Customer data analysis on Customer Acquisition. Our results confirm the expected positive effect of Customer data analysis on Customer Acquisition. The implication of this finding for Jordanian Bank is that they may need to pursue a combined strategy aimed at managing Customer data analysis and Customer Acquisition to enhance the competitive advantage.
The relation between the customer processes and customer acquisition was confirmed in this study and the findings are summarized as follows: 1) Customer relation has a positive impact on customer acquisition.
2) Customer attraction has a positive impact on customer acquisition.
3) Customer knowledge capture has a positive impact on customer acquisition.
4) Customer data analysis has a positive impact on customer acquisition.
Conclusion
Discussions of the Study and Practical Implication
This study represents an attempt to construct an integrated customer process with practical advice as to how banks can build and sustain their competitiveness in an increasingly competitive sector such as theirs, in view of the increasing competition and pursuit of customer acquisition that requires more services banks to focus on certain core processes in order to deliver better value to acquire more customers. In this context, the enterprise's information system can be among its most valuable assets. Therefore, the paper aims to build a more complete framework of the factors that influence Customer Acquisition. This research contributes to further understanding of the Customer processes and Customer Acquisition in the literature. It describes an integration of customer processes and Customer Acquisition. The authors hope that these findings will shed some light for policy makers allowing them to integrate customer processes and Customer Acquisition to improve customer satisfaction in Jordanian banks. To the best of the author's knowledge, no existing studies have empirically tested for an interaction effect on acquisition of customer and CRM processes. Similarly, while the interaction effect between CRM processes has been suggested as phases, empirical support is scant. This study fills these two major gaps in the literature.
The banks should be aware of the use of these practices in an integrated manner towards the realization of organizational objectives and higher understanding of Customer Acquisition. Managers should be well aware that a changed paradigm of in people management is essential in changing business environment. The focus of this new approach should be to attract and retain the talents and leverage the talent to achieve competitive advantage through a proactive Customer process leading to customer Acquisition. It is imperative for managers to fully understand the strategic pay-off of the investment made in training and development of in customer Acquisition. This investment should aim at constantly improving competency levels of the workforce.
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This study can serve as an attempt to provide a customer process with practical advice as to how banks can build and sustain their competitiveness, which is the competition and Customer Acquisition that requires more services to focus on certain core processes in order to deliver better value to their customers to acquire more customers. In this regard, an enterprise's information can be among its most valuable assets. Therefore, the paper attempts to build a more complete framework of the factors that influence customer Acquisition.
Limitations and Future Study
Notwithstanding the above, this study has some limitations that offer opportunities for future research. It is recognized that this study is only a first step towards a constructing a theoretical and practical framework in the area of CRM and customer Acquisition. To accomplish the authors' ultimate objective, they have to overcome several critical limitations, which should be addressed in future studies. Firstly, the results cannot be generalized since the study is done in a Jordanian cultural context. Secondly, this research has been undertaken in Jordanian banks; hence in a particular context Jordanian banks and customer Acquisition success are measured using the dimensions of impact on business processes, strategy, leadership, efficiency and effectiveness of CRM processes, efficiency and effectiveness of the CRM system, organizational culture and knowledge content. For the benefits of the research, this study should be conducted in a different country while using large banks for sampling purposes. The paper has also revealed a considerable number of interesting issues that would require future study such as: future research would aim to retain and enhance the predictive power of the conceptual model proposed in this research. One major direction for further research could be geared towards reproducing this study across a broader range of other countries in high size organizations for comparative purposes.
